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I. Introductory Essay
A. Introduction
The Internet has had a profound impact on the way people communicate and interact with
one another and has changed the way organizations communicate with their publics
(Cenegy, 2009). Organizations now utilize social networking sites such as Facebook,
Twitter and LinkedIn rather than communicate solely through commercials and press
releases (Scott, 2007, p. 12). Now, many colleges and universities are using social
networking sites in order to increase brand awareness and to reach out to younger
audiences (Bush, 2007).
The faculty and staff of Georgia Perimeter College seek innovative ways to
communicate with their constituents through the Internet. The Mission Statement of
Georgia Perimeter College (GPC) reflects this by stating the following goals: “To assume
a national leadership role in developing creative, technologically-advanced academic and
student services programs” and “To serve as a model for other institutions in developing
collaborative partnerships to deliver public services, technical assistance, lifelong
learning, and economic development training.”
With the development of social networking sites such as Facebook, Twitter, and
LinkedIn, many nonprofit organizations and higher education institutions have utilized
these social-networking sites in order to increase brand awareness and reach to a variety
of constituents (Bush, 2007). The Marketing and Public Relations staff at GPC strives to
participate in this emerging trend and works to ensure that the utilization of social
networking will help to fulfill the mission of the institution.
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B. About Georgia Perimeter College

Georgia Perimeter College is a two-year associate-degree granting unit of the
University System of Georgia. The institution was founded in 1958 as DeKalb College
and offered its first classes in 1964 in Clarkston, GA. In 1997, the college was renamed
Georgia Perimeter College to reflect its service to communities outside DeKalb County.
The multi-campus college primarily serves the northern and eastern sides of the Metro
Atlanta area. GPC has grown to become the third largest institution in the state of
Georgia. More than 25,000 students attend the college (GPC Web Site, 2009).
C. Defining Social Networking
Social networking is defined as a Web-based service that allows individuals, groups
and organizations to build relationships with other users. These sites often feature a
public or semi-public profile within a restricted system, a list of connected users, and a
list of connections of users which is created within the system of the site. The
classification and nature of these sites can vary depending on what content the sites
feature (Boyd and Ellison, 2007, para. 4).
According to the book, Social Media Bible (Safko and Brake 2009), social networking
can also be defined by the actions of an online group of people who exchange ideas and
information with each other on a Web site (p. 6).
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D. History of Social Networking Services

1. Early History
Interactive networks were introduced early in the history of the computer (Turroff,
Hiltz, 1993, p. 7). Many of the early precursors to modern day social networks include
Usenet, ARAPNET, LISTSERV, and Bulletin Board Services (BBS). The Internet
service company America Online (AOL) was among the first to feature detailed member
profiles and cyber-communities and can arguably be viewed as another precursor to
modern social-networking sites (Nickson, 2009, para. 3).
According to the definition of social-networking sites, the first modern socialnetworking sites were Classmates.com (1996) and SixDegrees.com (1997) (Boyd and
Ellison, 2007, para. 12). These were among the first networks to link people via email,
personal profiles, and common interests.
SixDegrees.com was promoted as a tool for people to connect with and send messages
to others. The company failed to become a sustainable business and closed in 2000. The
failure of SixDegrees.com was attributed to the usage of the Internet as a practical
medium to retrieve information, rather than a social medium at the time (Boyd and
Ellison, 2007, para. 15). At the time of the founding of Sixdegrees.com, many people did
not have the extended networks with other people who were online.
Other sites that were created around this time tended to focus on demographic-driven
niches. For example, sites such as AsianAvenue.com (1997), Blackplanet.com (1997),
and MiGente.com (1997) focused on users with a common ethnicity (Nickson, 2009,
para. 11).
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The next generation of sites was introduced with the launch of Friendster.com in 2002.
It used a concept similar to SixDegrees.com, but it was further refined into a “circle of
friends” that was visually displayed on the Web site (Nickson, 2009, para. 12). Due to the
surging popularity of the site, Friendster’s servers and databases were unable to handle
the increasing growth of users and often had technical difficulties as a result.
The overwhelming increase of new users due to media attention of the site also caused
a clash between the early adopters and the newer uses of the site (Boyd and Ellison, 2007,
para. 16). The increasing technical difficulties, social collisions of the old and new users,
plus questionable management decisions such as active deletions of profiles caused
traffic on the site to decrease. However, while the popularity of the site decreased in
North America, its popularity increased in Asian countries such as Indonesia, Malaysia,
and the Philippines (Goldberg, 2007).
2. MySpace.com
MySpace.com was one of the first successful social networking sites. (Nickson, 2009,
para. 15). The site was founded in 2003 by employees of Internet marketing company
eUniverse. Its founders were account holders with Friendster and decided to mimic the
more popular features of that site (Lapinski, 2006). Initially, local rock bands from Los
Angeles were adopters of the site (Boyd and Ellison, 2007, para. 25). Bands would often
use the site to advertise passes for local clubs. The mutually beneficial dynamic among
the bands and their followers helped to increase the popularity of the site (Boyd and
Ellison, 2007, para. 25).
MySpace.com distinguished itself from other social-networking sites by adding
features based on user demand and allowing users to extensively personalize their pages.
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It further differentiated its site by changing its policy to allow minors to join. By 2004,
the popularity of MySpace was increasing because of traffic from teenagers and young
adults, many of whom joined the site in order to follow their favorite bands (Boyd and
Ellison, 2007, para. 26).
In July 2005, multimedia company News Corporation purchased the Web site for
$580 million (BBC, 2005), bringing massive media attention to the site and cementing its
popularity. Today, there are about 125 million subscribers worldwide (Arrington, 2009
para. 2).
However, Facebook.com has recently surged past MySpace.com in number of users,
particularly in the US market (Chmielewski and Sarno, 2009, para. 3). Declining usage of
Myspace has also caused a decline in advertising revenue for the Web site, as well as
laying off 30 percent of company (Satariano, 2009, para. 1).
3. Facebook
Facebook.com was created in 2004 by Harvard University student Mark Zuckerberg
(McGirt, 2007). Initially set up as a social-networking site for fellow Harvard students,
Facebook further expanded its network to include other universities and eventually
expanded to include high school students, corporate networks and ultimately anyone who
wanted to join (Boyd and Ellison, 2007, para. 33). Facebook is distinguished from other
social-networking services because its users are unable to make their profiles viewable to
all users, and the site also allows outside companies the ability to develop “applications”
that allow users to personalize their profiles and other tasks such as those featuring
personality tests and charts (Boyd and Ellison, 2007, para. 34). Today, the site features
over 200 million unique users (Wauters, 2009).
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4. Twitter.com
Micro-blog Twitter was created in 2006 by software developer Jack Dorsey during a
brainstorming session held by board members of a podcasting site. Dorsey introduced the
idea of a Short Message Service (SMS) to communicate with small groups of people
(Malik, 2009, para. 3). Twitter has quickly gained in popularity due to media attention,
celebrity users, and involvement in worldwide politics and protests (Gaudin, 2010, para.
4). Today, the site has 75 million users (Gaudin, 2010, para. 3).
E. Public Relations and Social Networking
The purpose of social media marketing and public relations is to allow for accessing
and sharing content within a group. Many businesses and non-profit organizations have
utilized social networking in order to disseminate their messages, make people aware of
their brands, and increase traffic to their sites (Weinburg, 2009, p. 5). With newspaper
and magazine subscriptions consistently decreasing, many organizations are using social
networking as an avenue to articulate their messages (Qualman, 2009, p. 11).
Organizations are realizing that this form of communication is a two-way street. The
practitioner receives feedback from targeted audiences while distributing information.
The practitioner is not only distributing the message of the organization but must also
listen to what is being said about the message itself by the targeted audience (Weinburg,
2009, p. 20). The type of social-media content comes in a variety of sites, including
blogs, forums, networks, and picture sharing or video sharing. These sites allow users to
edit content and contact other users of the site (Weinburg, 2009, p. 149).
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Goals such as increasing brand awareness or improving customer service can be
accomplished by creating a social-networking campaign to address these goals. These
goals must be clearly defined before embarking on a campaign and how they are to be
implemented (Weinburg, 2009, p. 25).
If administered properly, a social-media PR and marketing campaign can have a
profound impact on the awareness of a brand. Public-relations firm Immediate Future
conducted a study that found a correlation between a brand’s engagement from customers
and social networking, particularly if the organization were to distribute its message
across several social networks (Weinburg, 2009, p. 64).
Another result of a successful social media campaign is generating search-engine
rankings and links of a company Web site. If a Web site is engaging enough, people may
be eager enough to share the Web page with other people with whom they are connected,
increasing the numbers and rankings of the site (Weinburg, 2009, p. 76).
Many organizations are beginning to realize how social-networking can be used to
address reputation management. By monitoring and tracking what is being said by people
about an organization, tactics such as responding immediately to constituents can be used
to turn negative past incidents into important lessons on what to do in the future if the
organization were to have a crisis (Weinburg, 2009, p. 65).
Social-media vehicles may also be used to respond to rumors that may affect a
company. A recent example is the refutation by delivery company United Parcel Service
(UPS) of a story stating it was hiring 25,000 drivers. In its blog, Upside, UPS explained
that its drivers were being “hired from the ranks of their part-time workers,” and that the
number 25,000 represented the number of drivers who were expected to retire within the
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next five years (McIntire, 2010). The blog entry further explained that Web site
Yahoo.com took the information from the Wall Street Journal and misinterpreted it. This
incident highlights how an organization can immediately respond via social media to
rumors and hearsay cited as fact (Qualman, 2009, p. 35).

F. Utilizing Social Networking in Higher Education

Many academic professionals use social networking in order to reach their audiences.
Teachers use blogs and post their syllabi online; many require their students to contribute
to online discussions, and many academic professionals use content-management systems
to contribute content (Alexander, 2007, p. 198).
While these various methods of reaching out to students via the Internet have been
around for years, the arrival of Web 2.0 and social-networking sites have had an impact
on how these messages are distributed to an audience. New and innovative ways for
colleges and universities to communicate with their faculty and students have emerged as
a result of social networking (Alexander, 2007, p. 199).
According to an article by Lance Merker, a study by University Business (2009) shows
the number of people using social-networking sites is substantial:
According to eMarketer, by 2011, half of all online adults and 84 percent of
online teens in the United States (105 million users total) use social networks. The
Pew Internet & American Life Project recently conducted a survey and found that
more than half (55 percent) of all online American youths aged 12 to 17 use
online social networking sites, and 48 percent of teens visit social networking
sites at least once per day. (para. 2).
College students heavily use social networks. In another study from University
Business, it is estimated that 39 percent of 18-to-24 year olds use Facebook (Merker,
2009, para. 4). Another study reports that 61 percent of college and university students
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thought colleges and a university using social-networking sites to promote their
institution was a “good idea.” (Merker, 2009, para. 3). These studies demonstrate the
importance of an institution to develop social-networking sites as a means for
communicating with students.

With this number of students online, it is important that institutions of higher
education assess their social-networking needs in order to be competitive. As reported by
the Web Advantage Survey of 2007, almost 77 percent of college marketing and public
relations professionals engage in blogs and social networking (Merker, 2009, para. 4).
For example, many academic institutions have multiple Twitter accounts to reach out to
different audiences. Often, academic institutions have different accounts for admissions,
alumni, athletics, and student life, as well as an account for the college or university that
serves as a main portal for their Twitter presence (Mansfield, 2009, para. 4). However
demographic studies show that less than four percent of Twitter users are under 17, and
the majority are 35 and older (Mansfield, 2009, para. 5). As a result, a Twitter account
emphasizing student recruitment may not be in the best interest of the academic
institution; however, it can be a tool to engage alumni and recruiting nontraditional
students or online students because of the larger number of older users that use Twitter
(Mansfield, 2009, para. 5). Institutions of higher education must determine what goal
they intend to pursue with social networking. Is an institution planning to reach alumni,
find potential donors, or extend the reach of its institutional identity? These are questions
that an institution must answer in order to figure out a strategy before embarking on
building a social-networking site (McDonald, 2009, p. 2).
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The faculty and staff at Georgia Perimeter College have already found ways to
effectively utilize social networking sites for their benefit. The GPC Office of Financial
Aid created a Facebook page to guide students on financial aid procedures, answer
questions, and add general information. The department has found the site an efficient
tool to help reduce telephone calls and office visits. The GPC office of Alumni Relations
uses their Facebook and Twitter sites to promote the department as a way to keep former
GPC students aware of the happenings of the college (Jean-Louis, 2010, para. 4).
G. Program Reflection
As a professional writer, I have been challenged by the Master of Arts in Professional
Writing program to expand my writing skills and attain a better understanding of how to
analyze the needs and wants of an organization.
Learning different styles of writing in courses such as Technical Writing and
Managing Writing for Organizations enabled me to gain knowledge of how to write clear,
concise prose to establish policies and procedures for job positions that I have held.
Although my focus was Applied Writing, I found that rhetoric courses that I took helped
me to become a more persuasive and effective public relations practitioner. Learning how
to master words in order to create an enticing message on an otherwise ordinary press
release or even a routine email was another lesson that I learned from taking courses in
rhetoric.
The best lesson that I have attained from being in the MAPW program is learning how
to challenge myself and not settle or be content with just doing enough to get by. One of
the reasons why I chose this project for my capstone is that I know there are effectual and
efficient ways to communicate and disseminate information to people. I have also learned
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to take my time and get the opinions of others when it comes to writing projects. Any sort
of project I take on, I depend on the input of others. I learned to accept constructive
criticism in order to become a better writer.
Another lesson that I have learned is how to write for a variety of audiences and
change my prose in order to address different publics. For instance, writing an instruction
manual for faculty and staff requires a different style from writing proposals for
businesses or government agencies. I feel the MAPW program has helped me effectively
apply these skills to my career.
Currently, I work as a Program Support Manager at Georgia Perimeter College.
Besides my administrative duties and writing press releases, I am also responsible for
writing and editing the content of the Web site for my department. I made the conscious
decision to take courses on how to write for the Web in order to know what works for
writing online versus writing for other types of documents. When I work on Web content,
I think about what makes a site appealing to read and what ways I can make the site
comprehensible, effective, and persuasive to the reader.
I plan to use my skills in the future by assisting the director of my department with
writing proposals for grants from businesses and government agencies. Within a few
years, I want to have a career in grant or proposal writing, which would use my passion
for persuasive writing and to help the less fortunate.
H. Project Overview
In this capstone, I plan to address challenges in this project to determine which content
would be best for each form of social networking for GPC. For example, GPC once had
two pages on Facebook that the web content director and I created: Georgia Perimeter
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College Official Group and Georgia Perimeter College Fan Page. In spite of their
similarities, there are subtle differences between them (Smarty, 2008). Groups are seen as
a way for organizations to focus on narrow interests such as upcoming events or internal
discussions (Oakes, 2009). Group pages have administrators who manage the group,
approve applicants, and invite others to join (Greenstein, 2009, para. 6). Fan pages are
better used for long-term relationships with customers and are used for more general
purposes, such as applications and video (Greenstein, 2009, para 5). Another difference is
that fan pages are visible to unregistered readers while groups are private, so content is
only visible to members of the group (Smarty, 2008).
After about a year, the director determined that the Fan page better served the needs of
the school than the group page due to those reasons. As a result, the GPC group page was
deleted in September 2010.
One of the goals for this project is to develop a strategic communications plan that
will determine which sites would be best suited for particular content and what strategies
and tactics will be used in the future when a faculty or staff member wants to implement
a social networking site. Part One provided a background into what social networking is
and how academic institutions can use it. Part Two of this project will feature the initial
marketing plan that will be used to provide guidance to the practitioners and developers
who will oversee the social networking plans for GPC.
Another goal is to develop an employee manual that will instruct GPC employees on
how to submit Web content to the administrator, what type of policies will be established,
as well as giving a better understanding of what type of content is appropriate for the
Web sites GPC maintains. Part Three of this project will include the manual that will
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outline the policies and procedures that GPC faculty and staff will have to adhere to in
order to have a social networking site affiliated with the college. Many of the policies and
procedures were adapted from other colleges and universities that have implemented
social networking policies.
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II. Social Networking Marketing Plan
A. Background Statement
Two of the objectives of the Mission Statement of Georgia Perimeter College (GPC), are
“To assume a national leadership role in developing creative, technologically-advanced
academic and student services programs” and “To serve as a model for other institutions
in developing collaborative partnerships to deliver public services, technical assistance,
lifelong learning, and economic development training.” (GPC Mission Statement, 2009,
para. 3).
With the emergence of social networking sites such as Facebook, Twitter, and LinkedIn,
many nonprofit organizations and higher education institutions have utilized these socialnetworking sites in order to increase brand awareness and outreach to a variety of
constituents. The Marketing and Public Relations staff at GPC seeks to be a leader in this
trend and use social-networking sites in order to increase brand awareness and outreach
to a variety of constituents.
B. Organizational Goals
The goal of the GPC Office of Marketing and Public Relations (MPR) is to “Promote the
college's mission, priorities, and initiatives; develop positive public perceptions of the
institution; support special events; and drive advertising and marketing campaigns.”
(GPC Office of Marketing and Public Relations, 2008, para. 1).
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This plan will find ways in which utilizing the messages of the social-networking sites
can advance the goals of the department. In order to successfully implement this plan, the
following goals must be accomplished:
1. To determine which social-networking Web sites would be best suitable for
communicating and disseminating our messages to distinct audiences *
2. To ensure that the social-networking sites increase brand awareness of Georgia
Perimeter College
3. To communicate GPC’s efforts to utilize social networking within the college
4. To communicate GPC’s efforts to utilize social networking to the community.
*Throughout the document, links to business objectives will be noted using the above
numbers.

C. Current Situation

1. Strengths
a. A variety of social networking pages have been created pertaining to the
institution (Links to goals 1 and 2).
b. Links to various social-networking sites are provided on the GPC Web site
(Links to goals 2 and 3).
c. Most social-networking sites are affiliated through GPC, so there is some
semblance of unity in the messages being disseminated (Links to goals 1 and 2).
2. Weaknesses
a. A lack of cohesiveness to the content of the current social networking sites that
are featured on our Web site (Links to goal 2).
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b. Very little distinction of which sites may be officially sanctioned GPC sites or
which pages are unofficial and not affiliated with the college (Links to goals 1).
c. A lack of consistent communication to the public to create an awareness of
GPC’s efforts to utilize social networking (Links to goals 3 and 4).
d. A lack of consistency regarding which social networking sites would be best
suitable for a particular audience (Links to goal 1).
3. Opportunities
a. The awareness and desire to utilize social networking at GPC is acknowledged
by the GPC Office of Marketing and Public Relations as well as GPC Faculty and
Staff (Links to goals 2 and 3).
b. There have been concerted efforts by GPC Faculty and Staff to develop social
networking Web sites pertaining to the institution (Links to goals 1, 2 and 3).
c. Many of the social networking sites that have been created have distinctive
themes and messages to target audiences (Links to goal 2).
4. Threats
a. University System of Georgia budget cuts may have an effect on GPC’s ability
to disseminate information to the community about GPC’s efforts to promote use
of social networking, particularly if there is a reduction in staffing or other needs
of GPC take priority over marketing and PR efforts to promote social networking
(Links to goal 4).
b. While many of the social-networking sites that exist have specific themes and
messages, there is very little that distinguishes each site and how each caters to its
specific audiences (Links to goal 1).
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c. In order to have a clear and concise message, there should be more effort by the
creators of the social-networking sites to specify and organize which social
networking sites would be suitable for links onto the GPC Web site (Links to
goals 1 and 3).

D. Target Audiences

1. GPC students – Typically composed of early adapters to technical products and
social-networking sites, average age of 24.8 years. Studies from University Business
(2009) show the numbers of college students using social-networking sites is substantial:

It is estimated that 39 percent of 18-to-24 year olds use Facebook. Another study
reports that 61 percent of college and university students thought colleges and a
university using social-networking sites to promote their institution was a “good
idea.” (para. 2).
These studies demonstrate the importance of an institution to develop social-networking
sites as a means for communicating with students.
2. GPC faculty and staff – As of fall 2009, there are 2,563 employees at GPC, including
785 full-time employees, 742 part-time employees, and 1,036 faculty.

3. GPC Alumni – There are approximately 348,000 alumni of Georgia Perimeter
College. Reaching out to this audience requires a variety of strategies and tactics in order
to target them because of the large number as well as the variety of demographics
involved.
4. Potential students
a. High school students looking for an institution of higher learning
b. Adult learners returning to school
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5. Parents of potential students

E. Goal 1: To determine which social-networking Web sites would be best suitable
for communicating and disseminating our messages to distinct audiences.
1. Objectives:
a. Research which GPC departments have utilized social networking sites and what
audiences they are seeking.
Implementation: July 2009.
b. Provide a Web page on which URL links to the social networking sites that have
been created on the GPC Web site.
Implementation: August 2009.
Target Audience: GPC students, potential students
c. Create an employee manual/presentation booklet that outlines what social
networking is, what type of sites are suitable for social-networking, and what
purposes the various types of social-networking sites can be used for.
Implementation: Spring 2011
Target Audiences: GPC Faculty and Staff
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F. Goal 2: To ensure that the social-networking sites increase brand awareness of
Georgia Perimeter College.
1. Objective:
1. Research which departments within the college already have social-networking
sites to ensure they are consistent with GPC’s brand and mission of promoting the
efforts of the college. If not, we must provide information to them that will help
them in meeting the goal of consistent branding. The information can include the
manual as well as providing a training class to help them understand the
importance of consistent branding.
2. Ensure that the employee manual/presentation booklet is distributed to parties
interested in creating social networking sites.
Implementation: February 2011
Target Audiences: GPC faculty and staff
3. Distribute employee manual/presentation booklet to the training department and
help to create a training class that will provide instructions to GPC faculty and
staff who are interested in using social networking sites.
Implementation: Spring 2011
G. Goal 3: To communicate GPC’s efforts to utilize social networking within the
college.
1. Objectives:
a. Initiate an email campaign that will announce GPC’s efforts to utilize and
encourage the use of social networking sites for GPC faculty and staff.
Implementation: Fall 2010
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Target Audience: GPC Faculty and Staff
b. Keep the lines of communication open between the MPR staff and the creators of
the social-networking sites.
c. Create a presentation in which members of the MPR staff create specifying how
social-networking sites can be utilized to fulfill the messages and mission of GPC.
Implementation: Spring Semester 2011.
Target Audiences: GPC Faculty and Staff
d. Promote training classes that GPC will provide to GPC faculty and staff via the
email campaign as well as articles with internal publications that GPC publishes.
Implementation: Spring Semester 2011
Target Audience: GPC Faculty and Staff
H. Goal 4: To communicate GPC’s efforts to utilize social networking to the
community.
1. Objectives:
a. Interview GPC faculty and staff about their use of social networking and what
impact social networking has made on higher education institutions.
Implementation: January 2011
Target Audiences: GPC faculty and staff
b. Interview random GPC students about their use of social-networking sites and to
determine if they have utilized any of GPC’s sites.
Implementation: January 2011
Target Audiences: GPC students
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c. Gather information from these interviews to create feature stories about GPC’s
social networking efforts.
Implementation: January 2011
Target Audiences: Potential students, parents of potential students, GPC alumni,
local community
d. Distribute press releases and feature stories demonstrating GPC’s efforts to
promote the use of social networking in the local media.
Implementation: January 2011
Target Audiences: Potential students, parents of potential students, local
community
e. Present the articles about GPC’s efforts via the GPC Web site.
Implementation: September 2010
Target Audiences: Potential students, parents of potential students
f. Feature articles about GPC’s efforts through the social networking sites via a
URL link to the stories.
Implementation: September 2010
Target Audiences: GPC students, GPC faculty and staff

I. Themes and Messages

1. Themes:
a. GPC is always seeking new and innovative ways to promote creative methods
of teaching and learning in order to foster community involvement and civic
engagement (GPC Fact Sheet, 2005, p. 4) (Links to Goals 1 and 4).
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b. GPC embraces technology to advance educational purposes (Links to Goal 2).
c. GPC is committed to maintaining a reputation of academic excellence (Links to
Goal 3).
d. GPC is dedicated to serving the educational needs of its constituents through
public service (Links to Goals 2 and 4) (GPC Fact Sheet, 2005, p. 4).
2. Messages:
a. GPC seeks to partner and collaborate with faculty and staff that have
expressed a desire to use social networking sites in order to enhance the
messages of their departments (Links to Goals 1 and 3).
b. GPC seeks new and innovative ways to reach out to the students of the college
as well as potential students who are interested in attending GPC (Links to
Goals 2 and 4).
c. GPC is aware of the trend of social networking, and the staff of the college are
finding ways of how this tool can be used for the mutually beneficial
relationships among faculty, staff, students, and the local community (Links
to Goals 1 and 4).

J. Communication Priorities

1. To see if the messages that are already being distributed through socialnetworking sites are consistent with the brand and messages of GPC (Links to
Goal 1).
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2. To ensure that faculty and staff who are interested in creating social networking
sites have an awareness of what sites can be used and what audience they seek to
reach (Links to Goal 2).
3. To make sure that faculty and staff who create social-networking sites have the
proper tools available in order to create their sites (Links to Goals 1 and 2).
4. To ensure that faculty and staff are aware that the Office of Marketing and Public
Relations will be helpful to their efforts (Links to Goal 3).
5. To increase awareness and visibility of GPC’s efforts to the local community
(Links to Goal 4).

K. Strategic Considerations

1. By encouraging the efforts of faculty and staff throughout the institution, GPC
will be able to increase awareness about social networking within the institution
and more of this target audience will desire to create more social-networking sites
(Links to Goals 2 and 3).
2. Discussing the efforts of social networking through articles and stories about the
impact of utilizing these tools will increase awareness about GPC’s efforts (Links
to Goals 2 and 4).
3. By creating manuals and guidelines about what sites can be used for certain
purposes, faculty and staff who are seeking to create these sites will have an
awareness of what to do when they create their sites as well as know what
purpose the sites will fulfill (Links to Goal 1).
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4. By giving potential students who are seeking GPC as an institution of higher
learning will be aware of GPC’s efforts and will see the innovative ways in which
GPC utilizes technology (Links to Goals 2 and 4).

L. Partnership Opportunities

1. GPC’s Office of Marketing and Public Relations can build relationships with the
GPC students to seek out innovative contributions and ideas for social networking
(Links to Goals 2 and 4).
2. GPC’s Office of Marketing and Public Relations will seek consultative
relationships with other local colleges and universities to see what efforts have
been made to utilize social networking at their institutions (Links to Goal 4).
3. GPC’s Office of Marketing and Public Relations can build beneficial relationships
with GPC faculty and staff, creating an environment of collaboration and
cooperation between the two parties with the goal of creating and maintaining
social networking sites (Links to Goals 1 and 3).

M. Performance Indicators

1. An increase in social-networking sites related to GPC from an increase of interest
of creating these sites (Links to Goals 2 and 3).
2. An increase in knowledge and awareness of GPC and its role in social networking
by GPC students, faculty, and staff, as well as the local community via search
engine optimization of the GPC Web site (Links to Goals 2 and 4).
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3. A better knowledge about whether and which social-networking sites would be
suitable for departments within GPC due to distribution of the social networking
manual and training classes by procedures in which faculty and staff have to
follow in order to have their site featured on the GPC Web site (Links to Goal 1).
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III. Social Networking Manual

A. Introduction
The purpose of this manual is to help guide GPC faculty and staff to determine if having
a social networking site would be suitable for their department or organization, and if so,
what would be the most suitable site to use. This manual will give an overview to several
popular social networking sites, policy guidelines, site approval, and basic instructions on
how to establish and update social networking sites.

B. What is Social Networking?

According to the Social Media Bible (Safko and Brake 2009, p. 6), social networking is
defined by the actions of an online group of people who exchange ideas and information
with each other on a Web site.

C. What is Web 2.0?

Social networking and Web 2.0 often are synonymous. It is often defined as an Internet
medium that enables communities to organize, interact, and converse with each other
(Safko and Brake, 2009, p. 7).

D. Is a Social-Networking Site is Right for My Department?

Before working on implementing a social networking site, take time to assess and
recognize the advantages and limitations of social networking sites.
1. Advantages:
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a. Connecting with people
b. Low costs involved in terms of scouting for potential constituents
c. Getting the word out about your organization without an intermediary
d. Connecting with your own stakeholders such as students, faculty or staff
2. Disadvantages:

a. Working on a social networking site is time-consuming. Managing a socialnetworking site can be a full-time job. For example, companies such as
Qualcomm and Turner Broadcasting have hired people for the sole purpose of
managing these sites. However, there may not be any guaranteed resources to hire
such a person at an organization.
b. Lack of anonymity – Putting out information such as a name, gender, or
location on social networking sites may pose risks from people who are willing to
scam or harass a person.

3. Self-Assessment: Is Social Networking Needed in My Department?
Before establishing a social networking site, a few questions will have to be asked:
a. Will people within an organization communicate and distribute their message more
effectively through social networking?
b. Does entertainment play a role in the way the organization operates?
c. Do people in your organization feel they are a part of determining the direction of the
organization?
If the answer is “yes” to any of these questions, a social-networking site may be valuable
to your department. First, you will need to learn more about tools of social-networking.
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To increase the impact with the people that will be reached, know how to use specific
social-networking strategies in order to know which sites would be best to use (Safko and
Brake, 2009, p. 675).
4. Engagement Strategies
Before creating a social-networking site, ensure that it will engage the audience. Research
to see if a social-networking site allows you to engage with your stakeholders by
supporting:
a. Communication
b. Collaboration
c. Education
d. Entertainment
a. Communication: What do you feel are your best ways of communicating with your
potential audience? How do you want your message to be perceived by your audience?
How do you measure the effectiveness of your communication strategy? What sort of
feedback are you seeking for your social networking site?
One of the purposes of social networking is to facilitate immediate and measurable twoway communication between you and your audience. For example, if you want to publish
a monthly newsletter for your department and need ways of determining if your
newsletter is getting any feedback, social networking services such as Constant Contact,
an email newsletter service has metrics that can be easily measured to determine if and
who is reading the content of the newsletter. The service can also be used to receive
feedback on what you are communicating to your audience.
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b. Collaboration: How much of an effort would it take for people in your organization to
collaborate on a social-networking site? How much time do you plan to dedicate per
week or per day in order to have an effective social-networking presence? How will
content be monitored? How can the “collective wisdom” of the collaborators be
accumulated and put onto a social-networking site?
If you are planning to create a social-networking site, you will have to take the time to
foster collaboration among you and your coworkers to see what ideas can be
implemented in the site. For example, the office of Marketing and Public Relations often
uses brainstorming sessions, conference calls, and strategy retreats as ways to collaborate
on major projects in the department. Utilize one of these types of strategies in order to
determine what content will be suitable for your site.
c. Education: What sort of information are you planning to disseminate on your site?
Are you planning to demonstrate your authority on a particular subject for your site?
What ways do you plan to convert your expertise into content?
For example, many GPC faculty and alumni who have studied overseas have collaborated
on a blog sharing their experience and expertise on what potential issues students may
face when studying abroad (http://gpcglobalconnection.blogspot.com/). The contributors
who write content for the blog consist of students and the faculty adviser. They interview
various students about their experiences as well as publishing photos.

d. Entertainment: In what ways do you plan to make your site interesting and
compelling? What sort of strategies do you feel should be implemented in order to do so?
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Submitting photos or linking to YouTube videos on your site are examples of how you
can add entertainment and be compelling on your social-networking site. The GPC Office
of Marketing and Public Relations has a YouTube channel
(http://www.youtube.com/gaperimetercollege) to produce long and short-form videos
about college events, as well as inform the public about the services and programs
available from GPC. You can collaborate with the web-content developer about having
video content added to the GPC YouTube channel.

E. Examples of popular Social-Networking Sites

1. Facebook: Facebook is a social-networking site used to connect people and inform
them about events. Users of the site are able to add ‘friends’ (other users of the site)
through a school, workplace, or location-based networks (Lowensohn, 2007, para. 2).
With Facebook, organizations can create fan pages to form a group that is related to the
interests of your organization.
According to a 2009 study from Compete.com, Facebook is ranked as the most-used
social network site by worldwide active users (Kazeniac, 2009).
While groups and fan pages on Facebook are often thought of as being similar, there are
subtle differences between the two (Smarty, 2008). Groups are seen as a way for
organizations to focus on narrow interests such as upcoming events or internal
discussions (Oakes, 2009). Group pages have administrators who manage the group,
approve applicants, and invite others to join (Greenstein, 2009, para. 6). Fan pages are
thought of as more appropriate for long-term relationships with customers and are used
for more general purposes, such as applications and video (Greenstein, 2009, para. 5).
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Another difference is that Fan pages are visible to unregistered readers while groups are
private, so content is visible only to members of the group (Smarty, 2008).
2. Twitter: Twitter is a social-networking service in which users send messages of 140
characters or less (Twitter.com Homepage, 2010). The messages, also known as tweets
are shown on what is known as the profile page of the user. People who subscribe to the
page of the user are known as followers. Users of the site have the ability to limit who
can view their page (known as “blocking” a tweet) or have unrestricted access to their
page (Twitter.com homepage, 2010, para. 3).
Although Twitter is growing, a 2009 study from Nielsen shows a large number of what
are known as "Twitter Quitters". According to the study, sixty percent of users who
create a Twitter page are inactive within a month (Cashmore, 2009, para. 2). While
Twitter can be used as a vehicle to disseminate the message of your organization, be sure
it can be that used on a long-term basis by having someone who will be able to constantly
update the Twitter Page with compelling and relevant content.

3. Ning: Ning.com is unique compared to Facebook or Twitter because Ning allows fullsite customization. Pages on the site can be personalized with a combination of features
such as photos, videos, appearance, forums, etc. However, Ning.com has encountered
controversy due to a decision in May 2010 to make the site a pay service. Prices range
from $19.95 per month to $49.95 per month per organization depending on what services
that you want to have available for your page as well as how much customization you
need (Rosenthal, 2010, para. 4).
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4. YouTube: YouTube is a Web site in which users can share and upload videos.
Businesses and internal organizations use it as a tool to broadcast information to target
audiences. Video of group activities or testimonials can be uploaded to the site. If another
social networking site is used, you can direct users to YouTube to check your videos, or
embed videos onto your page. GPC maintains a dedicated YouTube channel onto which
you can submit content (http://www.youtube.com/gaperimetercollege).

F. GPC Organizations That Have Implemented Social Networking

1. GPC Office of Alumni Relations
When the GPC Office of Alumni Relations was established in 2009, coordinator of
communications Jenn Mason saw the importance of establishing a social networking
presence for the department. Mason needed to connect with GPC’s alumni base of
350,000. According to Mason, GPC had very little history of contact with alumni after
they left the college. “Social networking has been an important tool for reaching out to
alumni who may not have even realized we have an alumni association and for whom we
may not have accurate contact information.” (J. Mason, personal communication,
November 5, 2010).
Mason initially set up Facebook and Twitter accounts in fall 2009 highlighting events
and alumni news. To promote the sites, she provides links on the department Web site
and a mention of the page on the diploma cover inserts that graduates of GPC receive at
their commencement ceremonies. In addition to event announcements, the social
networking sites include photos, news of alumni (for example, a GPC alum recently
competed on the Next Food Network Star), fun facts and trivia about GPC, sports
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updates, and “Retro Wednesdays,” a feature in which photos from the GPC archives are
posted.
In summer 2010, the office set up a Facebook group dedicated to the 2010 Baseball
Reunion, which took place in October 2010. The intent was both to find former players
for whom the office may not have had accurate contact information and to generate
excitement about the group. The group currently has 22 members, and many of the
attendees began sharing stories and photos on the site after the conclusion of the event.
Mason started with Facebook and Twitter pages because of the number of people who
use the sites as well as the versatility of the networks available on the sites. “These
platforms are also used by a wide variety of age groups, which is important from an
alumni standpoint since we have constituents who are traditional college age all the way
through retired alums.”
The department has recently opened a YouTube account in order to share videos of
events.
Regarding concerns over privacy and safety, Mason said that the passwords for the
social networking sites are housed on a secure server “only accessible to the three
members of the alumni staff. While all three members have access to those passwords,
the assistant director of alumni communications is responsible for maintaining the social
networking presence.”
In order to keep questionable and objectionable material off of the sites, Mason said
the philosophy of the department is that “The conversation on the sites should be as
organic and open as possible. However, the administrator reserves the right to remove
vulgar and threatening posts.”
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Mason said the department has benefited from implementing social networking and plans
to become more aggressive with promoting their social networking presence and
certainly expect to see even more followers.
Future plans include adding Facebook and Twitter information on department
promotional materials to encourage more followers to join the pages as well as adding a
LinkedIn.com group for GPC alumni for networking purposes. “We feel it is important to
go where our constituents already ‘live’ online and offer them engaging content in an
environment they already like rather than to be on the cutting edge of every social
network that tries to enter the scene. Dozens of networks have tried and failed to capture
an audience, so we rely on the networks that have a proven track record.”
2. GPC Office of Financial Aid
GPC Office of Financial Aid Counselor Aisha Harley felt that implementing social
networking in her department was an important tool in keeping open lines of
communication to students. “The biggest problem the financial aid department has is the
issue of students not reading important information in regards to receiving their money.”
(Personal communication with A. Harley, November 9, 2010). Harley said that she
wanted to take advantage of the fact that she knows that students frequently use Facebook
and other social-networking sites. Once Harley got permission from the director of
financial aid and the marketing department, she created the page. Harley checks the site
daily, and posts information about financial aid, and money management for students.
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“Our students are changing and so is technology. Since our students are using social
networks for various things, we need to do the same. We have to go where our students
are.”
Harley uses the department Facebook page as a customer service tool to answer
questions regarding paperwork, give out general information to students, and to answer
questions from students. Harley stresses the importance of students understanding the
importance of completing necessary paperwork so they can continue their education with
as few interruptions and setbacks as possible. “Since they aren’t going to the Financial
Aid Web site for the information, we are bringing it to them.
Harley said that the response has been positive and the department has benefitted by
reducing call times and office visits because many questions can be resolved on the
department’s Facebook page. “It also gives me an opportunity to put the responsibility
back on the students. I don’t simply answer questions. I lead them to the answer and give
them hints for the next time. I believe they appreciate that.”
Currently, Harley is the only member of the staff who posts information on the
Facebook page. Harley sets privacy restrictions and limitations for the students but does
allow students to post comments, while Harley monitoring the page to ensure comments
are not too personal, inappropriate, or obscene. Harley also checks with her supervisors to
make sure that certain information can be shared with the students. Harley’s biggest
concern is how much information some students are putting on the Facebook page.
“Sometimes they post ID numbers or give too much information about their personal
financial aid statuses. I periodically post reminders to students to not post certain
information and quickly remove posts that I feel are too personal.”
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Future plans include creating a Twitter page for the department so Harley can inform
GPC students of wait times and emergency closings.

G. Social Networking Policies and Procedures

1. Preface
Georgia Perimeter College uses social-networking sites in order to reach out to its
constituents.
GPC encourages communication from students, alumni, employees, and people in the
community. GPC reserves the right to remove commentary considered inflammatory,
unsuitable, or detrimental from any social-networking page sponsored by the college.
(Central Community College Web site, 2010, p. 1).
2. Objective
GPC, its departments, and GPC employees are encouraged to use social-networking sites
to distribute information regarding college activities; instructional purposes; and to
provide customer service.
Constituencies may include prospective and current students, alumni, GPC employees,
potential donors, and members of the community (Central Community College Web site,
2010, p. 1)
3. Instructions to Feature Social Networking Sites on the Directory
Social-networking sites affiliated with GPC are indexed on an online directory with a link
to the URL of your site.
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To be featured on the Online Facebook and Twitter Directory
(http://www.gpc.edu/~pubrel/facebooktwitterdirectory.html), please contact the web
content administrator at carol.boe@gpc.edu.
When emailing, please submit the following:
•

Department Name

•

Site administrators

•

Administrator’s email and office telephone number. (i.e.,
leon.bracey@gpc.edu, 678-891-3021)

•

Site URL Link (i.e., http://twitter.com/GPCSTUDYABROAD for “GPC Study
Abroad’s Twitter page)

•

Type of social networking site (Facebook or Twitter)

•

Category of group
o Categories include:


Facebook Fan Page
•

Examples:
o Official Georgia Perimeter College Fan Page
o Georgia Perimeter College Libraries



Facebook Group
•



Examples:
o

Georgia Perimeter College Office of Financial Aid

o

Gateway to College Facebook Group

Academic Facebook Group
•

Examples:
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o Georgia Perimeter College Civil & Political
Awareness Club
o GPC History & Politics Club


Alumi/Student Group
•

Examples:
o

Georgia Perimeter College Student Government
Association

o


Academic Twitter Group
•



Phi Theta Kappa GPC Clarkston Campus

Examples:
o

GPC Libraries

o

GPC Study Abroad

Alumni/Student Twitter Group
•

Example:
o

GPC Alumni

If you are no longer operating the site and need the link on the directory deleted, please
email web content administrator Carol Boe at carol.boe@gpc.edu.

4. General Guidelines
Although Facebook and Twitter are beneficial communication resources that can connect
GPC to its constituents, there is a need for effective policies and procedures on the use of
social-networking sites. GPC plans to adopt policies enacted at Central Community
College in Nebraska and Berea College in Berea, Kentucky.
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According to the Online Handbook at Central Community College (2009), information
should be as follows:
1. When posting content onto the Internet, there is no guarantee of who has access
to your information.
2. Information posted online can continue to stay on the Web even after the
information is deleted.
3. When posting content on a social-networking site, be aware that content posted
online is available to anyone to view. Texts or photos placed online are out of
your control when it is placed online – even when access to your site is limited.
4. Telephone numbers, email addresses, and photos cannot be posted on social
network profiles of GPC employees for social or personal purposes.
5. Do not post pictures or information that could reflect negatively on you, your
family, or GPC.
6. Be discreet, respectful, and as accurate and factual as possible when writing
comments or information you post onto your social-networking site. Take
particular care with grammar, punctuation, and spelling (p. 2).

The social-networking policy and procedures of Central Community College also discuss
the need for people to avoid downloading third-party information from social-networking
sites:
Social-networking sites often collect information from profiles for advertising
targeted at individuals with certain interests. Use of these sites can increase spam
mail to your email account. Social-networking sites may also have links that can
expose your computer or network to spyware and viruses that can damage your
system as well as pose a risk to the campus network. In order to mitigate these
risks, avoid adding any applications to your social-networking site (i.e., games
such as Farmville or Mafia Wars, horoscopes, personality tests, etc.) (p. 2).
Berea College (2010) created the following guidelines for their faculty and staff:
1. Do not post confidential or proprietary information about GPC students,
employees, or alumni. All persons must follow the applicable federal
requirements such as FERPA, HIPAA, and NAIA regulations. Adhere to any
applicable institutional and legal privacy, confidentiality, and property policies
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and laws.
2. No user may establish social networking sites that use the GPC logo or other
intellectual properties such as photography, video, artwork, and publications
copyrighted to the College without authorization from the College. It is a
violation of social networking site policies to represent an institution without
authorizations.
3. Have the facts before you post. If inaccurate information is posted, correct it as
soon as possible. If you are representing GPC when posting, acknowledge this by
including your name and job title or department as a signature to your post
community (Berea College Web site, 2010, para. 3).
5. Procedures
Central Community College (2009) implemented the following procedures for their
faculty:
1. Employees of GPC must communicate with their supervisor before using their
GPC e-mail account on any social-networking site or Web page on which they are
officially representing the college.
2. Departmental social-networking sites need a minimum of two administrators. If
an administrator leaves the college, he or she will be removed as a Web page
administrator and another person can be assigned in his or her place.
3. Administrators of a social-networking page must check their pages at least once
a day during the workweek.
4. The following content is prohibited from GPC social-networking sites:
• Disparaging language, humiliating statements, or threats to anyone.
• Any images depicting sexual harassment, hazing, vandalism, stalking,
underage drinking, illegal drug use, or any type of behavior considered
inappropriate.
• Illegal content that violates state and/or federal laws.
• Political activity that could be considered partisan.
• Gambling.
• Obscene information or images.
• Selling services or goods for personal monetary gain.
• Personal relationships unrelated to business pertaining to Georgia
Perimeter College.
5. Administrators of GPC affiliated social-networking sites are responsible for
deleting any comments posted that do not meet the criteria outlined above.
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6. Administrators are responsible for the content of social-networking sites.
Defamatory statements about any outside party could cause legal action to be
taken against a GPC employee. GPC will not indemnify employees for anything
written on a social-networking site under a college e-mail account or a private
one.
7. Copywrited material should not be used on a GPC affiliated social-networking
page. Please review any copyright information and rules if you want to post a
non-GPC affiliated picture onto your social-networking site (p. 3).
6. Disclaimers
The following disclaimers were incorporated onto Central Community College’s Web
site. GPC will implement similar disclaimers for social-networking sites:
Site administrator content
The comments and postings of this site are those of the site administrators and do
not necessarily reflect the strategies, opinions or policies of GPC.
User-generated Content and Disclaimer
GPC accepts no accountability or liability for any text, data, music, photographs,
video, comments, or any other materials or content generated by users posted on
this page.
Inappropriate Content
Anyone who believes that this page includes inappropriate content should report it
to the web content administrator at carol.boe@gpc.edu.
Disclaimer for content on linked sites
Georgia Perimeter College accepts no liability or responsibility whatsoever for the
contents of any target site linked from this page.

Terms of Use
By posting content on this page, you represent, warrant. and agree that no content
submitted, posted, transmitted, or shared by you will infringe upon the rights of
any third party, including but not limited to copyright, trademark, and privacy or
contain defamatory or discriminatory or otherwise unlawful material.
Georgia Perimeter College reserves the right to alter, delete or remove (without
notice) the content at its absolute discretion for any reason.
Copyright
The content on this page is subject to copyright laws. Unless you own the rights in
the content, you may not reproduce, adapt or communicate without the written
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permission of the copyright owner nor use the content for commercial purposes
community (p. 3).

H. Style Issues
The Georgia Perimeter College Office of Marketing and Public Relations has Identity
Guidelines (2008) which instructs writers to adhere to the Associated Press (AP) Style
Guide rules:
1) Do not place an acronym in parentheses after the name of an organization,
especially when the acronym is used as a second reference in the story. Example:
Georgia Perimeter College, not Georgia Perimeter College (GPC).
2) Use an apostrophe when referring to a bachelor’s degree or master’s degree but do
not use an apostrophe in associate degree, but there is no possessive in Bachelor of
Arts or Master of Science. Example: She earned an associate degree at GPC.
3) Place periods after academic abbreviations Ph.D, M.A., etc., but do not use periods
when referring to grade point averages. Example: GPA
4) Capitalize departments such as Mathematics Department at Clarkston Campus.
5) Capitalize the names of administrative offices, but not the word office.
Example: the office of Marketing and Public Relations
6) Capitalize formal job titles such as president, director, and chair when they precede
a name. Lowercase the word when used as a noun after the name.
Example: President Dr. Anthony Tricoli or Tricoli, president of GPC
7) Use the academic courtesy title in the first reference but not in the second
reference.
Example: she introduced President Patrick Poe. Poe’s message stirred the audience.
8) Hyphenate African-American and Asian, both as a noun and an adjective. The
noun native is usually not hyphenated.
9) Use a.m. and p.m. in lower case, separated by periods.
10) Capitalize the word campus when speaking of individual campuses.

43
Example: Decatur Campus
11) Capitalize the names of departments: ex. Social Science department.
12) The colon is followed by a lowercase word unless the word is a proper noun.
Example: There were four considerations: time, cost and logistics.
With proper noun - He promised this: The company will turn a profit.
13) Do not capitalize the word college when used as a common noun.
14) Do not place a comma before the conjunction in a simple series.
Example: art, math and science
15) Do not place a comma before a short introductory phrase unless a pause is natural
to the meaning of the sentence.
16) Put quotation marks around composition titles but not periodicals.
17) Do not use courtesy titles – Mr., Ms., or Mrs. except in direct quotes or special
cases.
18) Use lower case when referring to seasons.
19) Spell out fractions that are less than one. Spell out numbers one through nine. Use
numerals for numbers 10 and higher. Do not put st., nd., rd., or th after numbers in
dates.
20) Use Georgia Perimeter College, GPC, or Georgia Perimeter when referring to the
college. Do not refer to the college as Perimeter College.
21) When following names, the term Jr. is not set off by a comma.
Example: “The event honors Dr. Martin Luther King Jr. and his legacy.”
22) Abbreviate these months when used with a date: Jan., Feb., Aug., Sept., Oct.,
Nov., and Dec. Spell out the other months when used with dates. March, April, May,
June, July.
23) Spell out the word percent except in charts and graphs.
24) Use parentheses, not hyphens, to designate area codes.
25) Spell out state names when they stand alone in text. Use state abbreviations (not
zip code abbreviations) when the state is mentioned in the text with a town, city,
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country or military base.
For a full listing of guidelines, refer to the most current Associated Press Manual or
visit: www.gpc.edu/mpr/guidelines.html (p. 2).
I. GPC Identity Guidelines
In order to ensure brand identity standardization, the GPC Web site is managed by a
Content Management System which ensures uniformity of colors, fonts, graphics, photos,
and page layouts. Depending on which site is used for your social networking needs, use
these guidelines as a reference in order to conform to GPC identity guidelines.
For more on the GPC look and feel code, consult the OIT Style Guide, which is located at
http://www.gpc.edu/StyleGuide/publish/index.php3, and/or contact the Training and
Communications department. It is best to attend a Web design course in order to learn
how to use the code.
For additional technical assistance, note that there is an instructor on each campus who is
trained to assist with the technical aspects of Web page design. A list of campus
instructional technologists can be found by visiting http://www.gpc.edu/~gpcintec/.
If graphics, photographs, or material written by other authors will be contained on
department Web sites, make sure you have permission to use them. Copyright laws apply
to Web pages.
Before publishing, test your pages on different browsers such as Internet Explorer,
Mozilla Firefox, or Safari for a Mac (GPC Identity Guidelines Web site, 2008).
J. Logo Usage
If you are using the GPC logo on your social networking site, certain guidelines must be
followed in order to use the logo onto your site. The following is only to be used as a
quick reference guide for using GPC’s logo as well as official colors, and typefaces. For

45
co
omplete iden
ntity guidelin
nes, visit: ww
ww.gpc.eduu/mpr/guideliines.html (G
GPC Identityy
Guidelines
G
Web
W site, 2008).
1. Logo and Application
A
n
a. Three-colo
or version
PMS
P
1955C (burgundy),
(
PMS
P
123C (g
gold),
Black
B
#5

b. One-colorr version in burgundy
b

b
c.. One-color version in black

46
The logo may be reversed out of black or any of the colors in the GPC brand palette with
the exception of PMS 127 (Cream), PMS 7500 (Light Khaki), and Warm Gray 2.
Minimum logo size is .375” high. (p. 1).
2. Unacceptable use with all logo configurations
According to the GPC Identity Guidelines Web site (2008), use of the GPC logo is
unacceptable in these configurations:
Do not use unacceptable colors for the entire logo or for parts of the logo. This
includes unacceptable use of brand colors.
Do not add any effects such as bevels or drop shadows to logo.
Do not reverse the logo out of unacceptable colors.
Do not reverse only part of the logo out of a color.
Do not reverse the logo out of a tint or screen lighter than 50 percent.
Do not use a color or black logo on a tint or screen 50 percent or greater.
Do not place the logo on busy backgrounds of either photography or vector art.
Do not reverse the logo out of a light-colored background.
Do not put a color or black logo on a dark background, unless there is sufficient
contrast (p. 1).
3. Logo colors
The official colors of Georgia Perimeter College are burgundy and gold. Black #5 is the
primary neutral. These three colors are the basis of the GPC logo. Burgundy and gold are
used for the symbol and Black #5 for the font. One of the two official colors, burgundy or
gold, must be dominant within the design of any communication from the college.
The logo can also be reversed to the color white. The reversed white logo should always
be used when applied on top of a photograph (GPC Identity Guidelines Web site, 2009).
a. Primary Colors:

Burgundy
PMS 1955 C
PMS 1955 U
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8 / 100 / 47 / 39
#660000

Gold
PMS 123 C
0 / 21 / 88 / 0
PMS 115 U
0 / 21 / 94 / 0
#FFCC33
b. Primary Neutral

Black #5
PMS Black #5 C PMS Black #5 U37 / 60 / 35 / 80 #333333

K. How to Create a Social-Networking Page
After determining which social-networking site is best for you, it is time to set up your
page. The following is a basic setup for the social networking sites Facebook and Twitter.
For more in-depth instructions on each of these sites, please read the recommended
readings:
Morris, Tee (2009). All a Twitter: A Personal and Professional Guide to Social
Networking with Twitter. Indianapolis: Que Publishing
Safko, Lon and Brake, David K (2009). The Social Media Bible. Hoboken: John
Wiley & Sons
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Vander Veer, E.A (2009). Facebook: The Missing Manual. Sebastapool: O’Reilly
Media, Inc.

L. Facebook
1. How can an organization use Facebook?
While most people use Facebook for personal purposes, the site has proven to be
beneficial for organizations and groups. Your department can utilize Facebook to
promote things in many ways:
a. Pages are interactive profiles for companies, bands, celebrities, and Non-profit
organizations.
b. Walls, Groups, or Notes can be used to exchange ideas and photos as well as
promote events.

2. Creating a Facebook Page
According to Facebook: The Missing Manual (2009), instructions for setting up a
Facebook page are as follows:
a. Go to www.facebook.com (Figure 3.1).
b. Click the green “Sign Up” button and fill out the registration form. Once
you are signed up, you will create a profile to share information and photos
about your organization with others.
c. Consider what you will include in your organization's profile. Pictures, links
to your Web site, and videos can be added onto your profile. When you create
your profile, you can include as little or as much information as you feel
comfortable with posting online.
d. One of the major features of Facebook is the ability to connect. The next step
will provide a quick guide as to how to start using Facebook (p. 2).
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Figure
F
3.1: Facebook
F
Ho
ome Page

3. Make new
w friends
Once
O
you create your Faccebook page, you can maake new frieends or find yyour friendss who
allready have profiles on Facebook.
F
G to http:///www.facebo
ook.com/finddfriends.phpp
a. Go
T
are fo
our ways to do
d this:
b. There
- Find friend
ds from yourr email addreess book.
- Find peoplle that you know from yoour Faceboook network (i.e., city, colllege,
company,
c
ettc.).
- Find your friends by th
heir name.
- Select frieends from yo
our instant m
messenger coontact list (i.ee., MSN insttant
messengeer, AIM, etc.) (p. 31).
4. Creating a profile
A Facebook profile is a collection
c
off personal innformation aabout you. Thhis can incluude
raandom facts such as you
ur location, age,
a or wheree you went too school. Hoow much
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personal information you want to add is up to you. Since this guide is focusing mainly on
groups and organizations, you may not have to add as much information (Vander Veer,
2009, p. 6).
5. What is the difference between a Group page and a Fan page?
Groups and fan pages on Facebook are similar, but there are differences between the two.
Groups are seen as a way for organizations to focus on narrow interests such as
upcoming events or internal discussions (Smarty, 2008). Group pages typically have
administrators that manage the group, approve applicants, and invite other people on
Facebook to join (Greenstein, 2009, para. 6). Fan pages are better used for long-term
relationships with customers and used for more general purposes, such as applications
and video. Another difference is Fan pages are visible to unregistered readers while
groups are private, so content is visible only to members of the group (Smarty, 2008).
6. Creating a Facebook Group
A popular feature of Facebook is a group, “which is a collection of people who share
common interests.” (Vander Veer, 2009, p. 98). While many groups may only exist
online, there are real-world organizations that use group pages for members to contact
each other (Vander Veer, 2009, p. 98).
The administrator of a group decides who can join. Some groups will allow anyone to
join, and there are other groups that hide their activities from everyone except the actual
members of the group. Group members can post pictures and messages or create events
(Vander Veer, 2009).
According to Facebook: The Missing Manual (2009), to create a Facebook Group Page,
do the following:
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a. From the applications menu, choose Groups
b. On the right-hand side of the Groups page, click “Create a New Group”

c. On the “Step 1: Group Info” tab, fill in the text fields. Information
fields such as Group Name, Network (the network whose members you
want to join your group), and Group Type are mandatory to fill out, while
other information, such as Enable Photos, Enable Videos or Enable posted
items, are optional.
d. If you want a group that everyone can join, leave the “This Group is
open” radio button turned on. Otherwise, you’ll want to turn off certain
features. For example, if you are creating a faculty-related group that
keeps other members of your faculty up-to-date on meetings and projects,
create a private group. On the Enable radio boxes, switch access to “This
group is secret,” and turn off the “Publicize”.

e. Make your selections and then click “Create Group”
f. In the “Step 2: Picture” tab, upload a photo. Click “Browse” to find an
image file on your computer that you want associated with your group,
such as a photo, drawing, or logo. If you want to use the GPC logo,
please go to “Logo Usage” for details.

g. In the “Step 3: Members” tab, invite a few of your Facebook friends
to join your group, and then click “Finish and View.” After you click
“Finish and View,” Facebook will show you the profile page for your new
group, complete with administrator-level features (such as Message All
Members, Edit Group, and Create Related Event) that only you as the
administrator can see. (p. 104).
7. Inviting People to join a Group:
a. Go to the group’s profile page and click “Invite People to Join” link.
b. On the page that appears, type the names of the Facebook Friends that
you want to invite. To invite your Facebook Friends, turn on the
checkbox next to a friend’s name (p. 104).
8. What can the Administrator of the Group do?
Facebook: The Missing Manual (2009), says administrators are allowed to do the
following:
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a. Administer the group. Facebook allows you to change features on your group
page. The wall and discussion board can be disabled if you wish. Members can
be deleted or you can grant administrator or officer status to members.
i. To change features of the group, click “Edit Group” to change the
information on the Group info tab
ii. Click “Edit Members” to invite members or “Edit Group Officers” in
order to share your administrative privileges with other group members.
b. Send messages to all group members at once. Group administrators can click
“Message All Members.”
c.

Create an event for your group: A group event is an event that will show on
the profile page of the group. When an event is set up, Facebook will
automatically send an invitation to all the members of the group. For more
details on how to create an event, please go to “how do I create an event” in this
manual (p. 118-119).

9. What Can I do on my Facebook Group?
Facebook: The Missing Manual (2009), says that group members can do the following:
a. Add photos, videos, and links on the profile page of the group.
a. Photos can be added by clicking “Add Photos” or “Add Videos”
b. To add a link to a Web site, type the link into the “Post a link” field, and
click “Post”
b. Participate in discussions. On the group’s profile page, scroll down until you
see the Discussion Board section. Members of the group are able to create new
topics (Vander Veer, 2009, p. 109)
c. Write on the group wall. Scroll down to the Wall section of the profile page
and click “Write Something.”
d. Invite people to join the group. On the group’s profile page, click the link
“Invite People to Join”.
e. Leave the Group. If a member of the group does not want to participate
anymore, the member can click the “Leave Group” button. (Vander Veer, 2009,
p. 109).
10. Creating a Facebook Fan Page
According to Facebook: The Missing Manual (2009), a fan page is set up this way:
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a. Go to “Create A Facebook Fan Page” and Choose a category. Choose
from the options Local, Brand, Product or Organization, or Artist, Band or
Public Figure. There is a drop-down menu under each for you to make a
more specific choice.
b. Give your page a name that will be suitable to your organization. The title
that will show at the top of your page so think of something simple. People
will want to know what your page is about at a glance.
c. Click the “Create Page” button.
d. Add a picture if you wish to do so.
e. Edit your Information section. In this section, you can include any other
contact information for your organization, such as a link to your Web site or
a Twitter account.
f. Add information about your site. Click on the Info tab and edit the page to
add information about your Web site, Company Overview or organization.
g. Adding content to your Wall. Comments can be added by typing into the
"What's on your mind?" box and clicking the Share button. (Your fans can
also do this if you leave the Facebook Fan Page settings for the Wall on
default.)
h. Directly underneath this box, you will see the word “Attach” and icons
representing different applications that can be used to add content to your
Fan Page such as links, photos, events, or videos. You can find out what
each of these applications does by clicking on the Edit Page link directly
under the photo box. This page also allows you to adjust your application
settings. Application settings can be adjusted by going to the top right hand
corner of your Facebook Fan Page and using the drop down menu to select
Application Settings.
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Figure
F
3.2 – Example off a Facebook
k Fan Page

i. Promoting
P
your
y
Fan Page (Figuree 3.2)
a. Click
k the “Suggeest to Friendds” link on thhe top left off your Fan Page.
A bo
ox will pop up
u that will llet you selectt friends in oorder to sendd
them
m invitations to become ffans of your page.
b. If yo
ou have a Weeb site that yyou would like to link, yyou can add a
butto
on to your site so visitorss can easily share your ssite with theiir
frien
nds on Faceb
book. This m
must be a sitee that pertainns to GPC
busin
ness, not a personal Webb site.
j.

You can alsso visit otherr pages and bbecome fanss of their orgganizations aand
post
p on theirr walls to bu
uild your pressence on Faccebook. Findd fan pages aand
click
c
“Becom
me a Fan” to
o do this (p. 173-174).
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k Event
11. Creating a Facebook
o host an eveent for your organizationn or create a study groupp or a meetinng for
Iff you want to
faaculty, it is simple
s
to set up a variety
y of events oon Facebook. According to Facebookk:
The
T Missing Manual
M
(200
09), the way to set up ann event is to ddo the follow
wing:
a. On the “S
Step 1: Even
nt Info” tab,, fill out as m
many of thee fields as
possible. Certain
C
field
ds, such as thhe Event Nam
me, Networkk, Time, andd
Location are
a required to be filled oout. It also eencourages ppeople to RSVP
and get mo
ore people to
o know abouut an event.
b. Decide if the
t event is “open” or ““closed” (Figure 3.3). D
Do you wantt the
event to bee “open” to everyone
e
onn Facebook, oor do you w
want it to be oonly
“open” to certain mem
mbers?
Figure
F
3.3 – Sample of an
a event pag
ge setup
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Figure
F
3.4 – Additional options to customize
c
yoour Facebook Event

c. Add any additional informa
ation (Figurre 3.4). Heree, you can addd any additiional
requirem
ments to you
ur event pagee, including letting peopple know if thhey can brinng
addition
nal people ass well as giving attendeees of the evennt the optionn to add phottos.
d. Clicck “Create Event”
E
e. On the “Step 2: Picture” tab, browse for the imaage file that you want too
pear on yourr event listin
ng and click
k “Upload P
Picture”.
app
f. Inviite guests. Facebook
F
listts your frien ds on the “G
Guest List” taab that pops up,
so all
a you need to
t do to inviite them is too choose whoo you want tto invite andd then
click
k “Add.” (pp
p. 118-121).
12. Sending Private
P
Messsages on Fa
acebook
As
A a memberr of Facebook
k, you can send private m
messages to other Facebbook membeers.

a. Att the top of any
a Faceboo
ok screen, cliick on the innbox icon
create a new message.
m

in order to
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b. In
nstructions to
o send a new
w message wiill show up.
c. A box will opeen to compo
ose a new meessage (Figu
ure 3.5).

Figure
F
3.5 – Facebook Private
P
Message Page

d. Un
nder the ‘To
o’ field, you can start to ttype the nam
me of your Faacebook Frieend
orr an email ad
ddress (for no
on-Facebookk members).. To select a name, clickk on it
an
nd hit Enter.
e. Fiill in the Sub
bject line and
d type your m
message.
o provide a liink to a web site or a phooto or video on the web,,
f. If you want to
he icons belo
ow the messaage box. Theey are links for Photo,
cliick one of th
Viideo, or Link
k
g. Cllick “Send”
h. If a message has
h been sentt to you, youu may be nottified via em
mail, or whenn you
book, you caan click ontoo your Inboxx icon to view
w your
log onto Faceb
messages.
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13. Facebook Glossary of Terms
Several terms commonly associated with Facebook are defined here. These terms come
from various glossaries found online.
Comment: A comment enables users to give feedback on Facebook. Clicking
"Comment" will open a text box underneath the status of a user and the user can add a
note, and the note will appear in context of the status. (Earles, 2009).
Friend Lists: An organized list of users that are shown as your Friends on Facebook
(Paul, 2009).
Like: Another option to give feedback on a Story is to click the "Like" button. The
“Like” button is used if you do not have any commentary, but you still want to
acknowledge the story. (Paul, 2009).
News Feed: A generated list of activities of a user’s Facebook Friends. A News Feed
is first seen when logged onto Facebook. (Paul, 2009).
Pages: Facebook Pages were created for users to connect with organizations. Pages
can be added to a profile. Pages are typically created and edited by an official
representative of an artist or business. (Earles, 2009).
Profile: A profile displays personal information of a user and interactions with
Facebook friends. (Earles, 2009).
Status messages / Publisher interface: A text field at the top of a news feed or a
profile page that asks, "What's on your mind?" Text is typed in to indicate your status
message (e.g., "Leon is writing blog posts about Facebook.") (Paul, 2009).
The status message can also be used to share links or photos and can be attached as a
comment from you on the link or photo instead of updating your status (Paul, 2009).
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Story: Stories are items that appear in the Stream or News Feed - each individual
item in the list is called a Story (Paul, 2009).
Stream: The Stream gives a real-time display of the News Feed as it is automatically
refreshed and includes both the activities of the user’s Friends and Fan Pages (Paul,
2009).
M. Twitter
1. What is Twitter?
Twitter is a microblog that allows users to send short messages of 140 characters or less.
These messages are also known as "tweets." Tweets are shown on the profile page of the
author and delivered to the author's followers – people who subscribe to a Twitter feed.
(Morris, 2009, p. 16). Senders can display tweets to just their followers (known as
“blocking” their tweets), or allow total access in which their tweets can be seen by
anyone. For your organization, you can use Twitter to promote events, make
announcements to your students regarding upcoming quizzes, or material needed for a
class. You can also use Twitter to:
Build Awareness
Refer to organizational achievements
Facilitate customer service to your constituents

2. How to register onto Twitter
According to All a Twitter (2009), to set up a Twitter page, you must:
a. Go to your Internet browser and type http://www.twitter.com
b. On the right-sidebar, you will see a caption that says “New to Twitter?” and a
button that says, “Sign Up.” Click on the Sign Up button (Figure 3.6).
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Figurre 3.6: Twittter Homepag
ge

c. Un
nder “Full Name,”
N
type your name oor the name of your orgaanization (Fiigure
3.7
7).
name, no longer than 15 characters. T
This can be a nickname,
d. Seet up a usern
moniker, or an
n acronym. Example:
E
Thhe Georgia P
Perimeter Coollege Centerr for
Orrganizationaal Developm
ment can havee a usernamee of “GPC_O
OrgDev”
e. Crreate a passw
word. Twitteer will inform
m you if a paassword is sttrong (meaning it
wiill be difficu
ult to hack) or
o weak (easyy to hack). S
Stronger passswords usuaally
haave uppercasse letters in the
t middle o f them and iin some instaances, a num
mber
instead.
o be notified of new folloowers and w
whenever folllowers send you
f. If you want to
dirrect messagees, check thee box for em
mail updates.
g. In
n the final fieeld, type the verification code that is provided byy Twitter
h. Cllick the “Create My Acccount” to fiinish your reegistration.
witter offers you the optiion to check for
i. Affter the creattion of your account, Tw
Tw
witter-registeered friends on a varietyy of email services.
- Make surre you have yyour usernam
me and passsword for yoour
email acccount.
- If you do
o not want too look for your friends, cclick on “Skiip
this Step
p” at the botttom. (pp. 25-28).
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Now
N you aree ready to seet up your Twitter
T
proffile.

Figure
F
3.7: Sample
S
Twittter Registrattion page

3. Creating a Twitter ussername
A user may choose a nick
kname ratherr than use thhe default useername displayed as their
Twitter
T
ID. Nicknames
N
arre useful if you
y do not w
want your reaal name show
wn on Twitteer.
According
A
to All a Twitteer, a name caan be set up bby:
a. Lo
og onto Twittter
b. Cllick on the “Settings” op
ption (Figuree 3.8).
c. In
n the Name field,
f
either set
s up your rreal name, niickname, or company naame.
Up
p to 20 charaacters are alllowed.
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d. In the Username field, you will see the Twitter identity that you logged in
with. Your username can be changed here if you wish to do so.
e. In the Time Zone field, select which time zone you currently reside. For
example, Atlanta is in the Eastern Time Zone. These are for the time stamps
appearing in your tweets.
f. Geotagging allows third party applications to add information to your tweets
telling where you are located. If you do not want your location to be known,
uncheck the Enable geotagging radio button.
g. In the One Line Bio field, type a message, a tagline, or quote that you feel
best represents you or your organization. Twitter has a limit of 160 characters
or less in this section.
h. If you want to type your tweets in another language, you can change the
language in the Language drop-down menu.
i. Click on Save to save your changes.
j. After verifying your changes, click the Profile option at the top of the screen
to take a look at your profile (pp. 29-33).
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Figure
F
3.8: Sample
S
Twittter settings page
p

4. Adding a Picture
P
a. Click the Settingss tab and clicck on Picturres.
b. If no picture
p
is dissplayed, the data field too the left shoould be blankk. Click Browse
to seaarch through your compu
uter for an im
mage that best representss you or youur
organization. If yo
ou plan to usse the Georggia Perimeterr College loggo, please goo to
“Logo
o Usage” in order
o
to find
d out the propper usage off the Georgiaa Perimeter
Colleg
ge logo.
a. According
g to All a Tw
witter (2009),, your imagee should be ““no larger thhan
700K in fiile size, no laarger than 6000x600 pixeels in dimenssion, 72 pixeels
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per inch in resolution, and should be saved as either a JPEG or PNG file.”
(p. 35).

c. After finding the image you want for your avatar, select OK.
d. Click Save.
e. A confirmation will appear that says That’s a Nice Picture on the top of the
page.
5. Building your Twitter Network
After completing your profile, the next step is to build your network.
According to All A Twitter (2009), Twitter offers several options to help you find other
people or organizations (Figure 3.9):
a. Click on Find People and these options will show up:
•

Find on Twitter- This option allows you to find friends already on Twitter by
searching them by username or their first and last name

•

Find on Other Networks- With this option, you can search other networks
such as AOL, Gmail, or Yahoo for people who already have Twitter accounts.

•

Invite by email- Twitter allows you to invite anyone in your email contacts to
the site.

•

Suggested Users- Twitter takes a look at your biographical information and
finds other Twitter accounts with similar details. With each person that you
check on the Suggested Users list, Twitter informs you as to whom you are
following when you click on the Follow button.

Figure 3.9: Find People page on Twitter
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•

Fo
ollowing Ra
andom Twittter users

•

If you are a neew user, click the Everyyone option oon the right side. A publlic
meline of useers will be sh
hown.
tim

•

Cllick on the username
u
of an
a author off a tweet thatt you find innteresting. Yoou
wiill connect to
o the home page
p
of that pparticular usser.

•

Lo
ook over thee first page of tweets to ssee if it is som
meone that yyou would w
want
co
onnect with.

•

Un
nder the userr’s picture/aavatar, click oon the Folloow button.

ou know on
n Twitter
b. Following someone yo
•

If you know th
he usernamee of someonee on Twitter,, log on to T
Twitter, and iin the
UR
RL of your browser,
b
typ
pe the addresss. Example::
htttp://twitter.ccom/GPCSTUDYABRO
OAD

•

Affter the pagee of the user loads, click “Follow” unnder the pictture/avatar oof the
usser.

c. Follow
wing someon
ne who is folllowing you on Twitter
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•

You will receive a notification in your email that a user is following you.

•

A link to the user’s Twitter page will appear in your email notification. You
can click the link to take a look at the profile.

•

Your browser will connect to the URL of the Twitter user.

•

If you are interested in following the person who is following you, click the
Follow button by the picture of the user (pp. 46-48).

6. Twitter Content
All communication on Twitter starts with a statement that you type into a message field,
or what is referred to as a tweet. Tweets are no more than 140 characters. For your tweet,
be short and to the point.
•

Log onto Twitter

•

In the field What’s Happening, enter a statement (Figure 3.10)
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Figure
F
3.10 – Twitter Sttatus Page

•

Cliick on the Tw
weet button. Your screeen will autom
matically refr
fresh, and your
meessage will appear
a
at the top of your timeline (ppp. .

a. Replying to
t Tweets
After
A
you posst a tweet, so
omeone coulld ask you w
what your orgganization iss about. The
tw
weet will app
pear in the tiimeline (Fig
gure 3.11). (M
Morris, 20099, p. 50-51).
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Figure
F
3.11 – Sample off a Twitter timeline
t

Figure
F
3.11 is
i an examplle of how a follower
f
cann mention yoour Twitter ppage. Mentioons
arre typed by starting
s
with
h an @ symb
bol followedd by the usernname of the Twitter page.
This
T will be recognized
r
by
b Twitter ass a mention. A reply can be entered bby clicking oon an
arrrow that say
ys “reply.”
@Mentions
@
provide
p
Twittter users quiick connectiions to thosee who are folllowing you,, and
you can give an @Mentio
on to anyonee on Twitter,, even those you are not following
(M
Morris, 2009
9, p. 54-55).
b. Retweeting
Retweeting
R
is simply cop
pying anotheer Twitter’s ttweet or reply and pastinng it onto yoour
ow
wn tweet tim
meline (Figu
ure 3.12). If there are enoough characcters, you cann add in youur
ow
wn commen
nts in parenth
heses (Morriis, 2009, p. 555).
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Figure
F
3.12: Sample of how
h you can
n re-tweet onn Twitter.

In
n order to re--tweet what is said, placce your mousse over the tw
weet, and a pprompt to reetw
weet will com
me up. It willl ask Retweeet to your ffollowers? IIf you want tto, click “Yees.”
The
T Retweet will show up
p in your tim
meline and itt will say “R
Retweeted byy you” (Figu
ure
3.13). (Morris, 2009, pp 55-56).
5
Figure
F
3.13 – Sample off a Retweet
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c.. Direct Messsages
Direct
D
Messa
ages, also kn
nown as DM
M’s are messaages sent to you that are not found inn
your timelinee or your @M
Mentions. Acccording to A
All A Twitterr, (2009), the way to creeate a
direct messag
ge is to:
i. On yo
our Twitter home
h
page, click
c
on the D
Direct Messsages optionn. This will ttake
you to
o your accou
unt’s Direct Message
M
pagge (Figure 33.14).
ii. In the message fieeld, type in your
y
Twitter response. U
Unlike @Menntions, the
usernaame does no
ot use up any
y of the 140 ccharacter settup. There iss a dropdownn
menu that shows what
w membeers you can rrespond to. O
Only people who follow
w you
can bee sent Directt Messages (pp.
( 57-58).
Figure
F
3.14: Twitter Direect Message page

utton
iii. Click the Send bu
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7. Twitter Glossary of Terms
According to the Twitter Glossary by Daniel Nations, these are the most popular terms on
Twitter:

Hashtag. When Twitter users tag an individual tweet by using a hash (#) in front of a tag.
Example: Putting #GPCAlumni in a tweet about the GPC Alumni office. Hashtags allow
the community to easily track down a particular subject.
Microblog. Twitter is referred to as a microblog because users update their status using
140 characters or less.
Mistweet. When a user mistakenly sending a tweet to the wrong person.
Retweet (RT). A Retweet is a repeated tweet. It is sometimes used in a reply to allow
everyone to see the original tweet. It is also used to forward a message onto one's own
followers.
Tweet. A message sent via Twitter. (Nations, 2009)
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Leon F. Bracey II
3131 North Druid Hills Rd Apartment #4104 Decatur, GA 30033
PHONE: 727-512-5907 (Mobile) - leon.bracey@gmail.com (Email)
SUMMARY
Four years’ experience with a variety of writing and design projects, strategic plans,
marketing material, web content, press releases, and newsletters. Over two years of
experience assisting in management of communications and marketing projects in
educational relations, including integrating a re-branding campaign and overseeing the
distribution of departmental publications.
EDUCATION
Master of Arts, Professional Writing Candidate 2010 Kennesaw State University,
Kennesaw, GA
Bachelor of Arts, Journalism (Public Relations Emphasis), 2003 University of
Southern Mississippi, Hattiesburg, MS
RELEVANT EXPERIENCE
Program Support Manager, July 2009-Present
Georgia Perimeter College Center for Organizational Development, Clarkston, GA
- Coordinate the Marketing and PR efforts for the department
- Update and maintain department Web site
- Assist in creation and distribution of marketing materials and media information
- Prepare paperwork for instructors
- Provide administrative support for classes
- Invoices clients and coordinate payroll for instructors
Marketing Assistant, February 2008-June 2009
Georgia Perimeter College Center for Corporate and Continuing Education, Clarkston,
GA
- Assist with creating marketing materials, press releases, fliers and brochures
- Implemented college-wide re-branding campaign in department, overseeing department
adherence to specific protocols
- Wrote and distributed department e-Newsletter. Increased subscriptions by 50%.
- Update and contribute content to department Web site using MS Front Page software
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- Contributed to the creation, editing and distribution of course catalog, and over 30
department publications
- Implemented information database to decrease catalog production time.
- Wrote news and feature stories for college-wide publications
- Involved with contributing to content of department strategic marketing plan
- Promoted from part-time to full-time staff within 3 months based on significance of
contributions
Web Content Intern, June 2007-September 2007
Findgift.com, Kennesaw, GA
- Contributed content to company Web site by writing 3-5 articles per week about giftgiving.
Publications Volunteer, August 2006-December 2006
Korean Consulate General of America, Atlanta, GA
- Collaborated with the Executive Assistant to write a consulate employee manual,
providing essential orientation information
- Wrote instructions explaining how to complete government-issued forms
Client Relations Representative, August 2004-August 2006
Western Reserve Life Assurance Company, St. Petersburg, FL
- Wrote department newsletter describing company concepts and procedures
- Answered client and sales representative inquiries regarding company procedures and
annuity products
- Initiated and collaborated with research department resolving service issues.

Public Relations Intern, August 2002-December 2002
Hattiesburg Public Library, Hattiesburg, MS
- Wrote feature articles for local newspapers, covering facility and community events.
- Wrote library’s monthly newsletter and photographed library events
- Created public service announcements for submission to radio and television media.
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Reporter, August 2001-May 2002
The Student Printz, Hattiesburg, MS
- Wrote weekly articles for University of Southern Mississippi college newspaper
SKILLS AND QUALIFICATIONS
Advanced knowledge of Microsoft Office Suite (including Front Page, PowerPoint and
Publisher). Intermediate knowledge of Quark and Adobe Acrobat.

